Introduction
Eating habits are formed in the past under the influence of natural and climatic factors, and local agricultural production. Today, they are changing very rapidly, and are most affected by social mega trends (Gagić et al., 2012) .
In scientific and professional circles, there is no more resistance to the claim that nutrition is the most important factor which influences health. Modern society is facing an epidemic of People perceive food as a means of satisfying different needs when making dietary choices, other than solely nutrition. Food consumption is affected by a multitude of influences. Some will use food to maintain a desirable body weight and to keep good looks; others will perceive it as a status symbol, prestige, as the shortest way for reaching satisfaction, as a means of preserving good health, etc.
Recent research in Serbia emphasizes the analysis of perceptions and attitudes of customers towards particular types of food products, for example, dairy products, (Vlahović et al., 2005) , vegetables (Rodić et al., 2007) , functional food (Stojanović et al., 2010), etc. However, a literature review indicates a lack of qualitative research studies on food choice motivation.
Measuring the motives behind food choice can be beneficial for a wide diversity of decisions, ranging from more successful product development and design of promotional campaigns until the planning of more efficient public policies and interventions aimed at influencing healthier eating habits (Januszewska et al., 2011) . Given the data presented by the Institute of Public Health of Serbia 'Dr Milan Jovanović Batut' in 2008, which show that in Serbia, there are 54.5% registered inhabitants who are overweight, 18.3% of which are obese and 36.2% are pre-obese, it is clear that interventions are necessary. There were 2.3% of undernourished people. It was recorded that 11.6% of children and adolescents of the age between 7 and 19 were moderately obese and 6.4% were obese, which indicates an increase compared to 2000, when there were 8.2% of moderately obese and 4.4% of obese children and adolescents.
Consumers are increasingly involved in the development of new products and services. Therefore it is very important to observe their desires, needs and motives so that an organization can gain a good position in the market.
The food choice questionnaire (FCQ) was used as a tool to measure the motives underlying people's selection of food (Steptoe et al., 1995) . It consists of 36 questions testing in a systematic way health-related and non-health related motives of food choice. With an attempt to modify the FCQ, one more groups of items were added related to food image. It was presumed that product awareness created by the media, experts and environment occurs as a motive for food choice.
The eleven found factors appear as groups of statements related to health, mood, convenience, sensory appeal, natural content, price, weight control, familiarity, ethical concern and food image.
Materials and methods

Participants and data collection
Questionnaires were completed by consumers in Serbia. The questionnaire consists of detailed socio-demographic characteristics of pooled samples (gender, age, education, income, occupation, settlement type), and ten dimensions were included, namely weight control, price, ethical concern, convenience, natural content, health, sensory appeal, availability, familiarity and food image.
Data collection was performed during the period from February until May, 2012. To achieve a heterogeneous sample, the questionnaire was handed out to pupils at elementary schools, high schools, students at faculty, employees and retirees in a nursing home. Participants were randomly selected. The research data are yielded from a sample of 450 consumers included 277 females and 173 males. Detailed socio-demographic characteristics of the pooled samples are provided in Table 1 . 
Questionnaire content
The questions were related to food in general that is consumed on a typical day. Potential motives for choosing food were almost entirely based on the Food Choice Questionnaire The convenience factor in the original questionnaire was split into convenience and availability dimensions (Honkanen, Frewer, 2009 ). One more factor had been added -food image. This variable consists of the following items 'Is advertised on TV', 'Is recommended by nutrition experts', 'Is on sale in the market' and 'Is recommended by friend'. A confirmatory factor analysis was conducted on the motive items, using 11 factors.
Participants rated the importance of each of the 43 FCQ-items on a five point Likerts scale.
We opted for such scale instead of the original four point scale used by Steptoe et al. (1995) in order to avoid a forced agreement or disagreement of respondents. Items were introduced with the statement: 'It is important to me that the food I eat on a typical day...' with responses ranging from 1 -'not at all important' to 5 -very important'.
Analysis and results
Item statistics
The highest importance of individual items is given to the following: tastes well (4.38), keeps me healthy (4.08) and smells nice (4.00). On the other hand less dispersion from the mean is detected for 'Is advertised on TV' (2.42), 'Comes from countries I approve of politically' (2.59) and 'Is on sale in the market' (2.71). There are almost no differences in the ranking of factors by gender: for males and females the most important concerns are 'sensory appeal', 'health', 'availability' and 'natural content'. Female rate convenience as more important factor than man. Considering that the variables which comprised this factor were 'Is easy to prepare', 'Can be cooked very easily' and 'Takes no time to prepare', and that cooking is a duty of women in most households in Serbia, the result is explicable. It could also be noticed that women give higher importance to the factors 'Mood' and 'Weight control', which is to be expected since women are likely to connect food and emotions, and they are more often on special diets in order to lose weight. Men find price more important compared to women.
Both males and females rate 'food image' and 'familiarity' and 'ethical concern' as the least important factors.
Confirmatory factor analysis
Before conducting a factor analysis, the adequacy of data for a factor analysis was estimated. showing a very good reliability and internal consistency of the scale for the subject sample. Although the availability dimension was composed of only two items, those two items had consistently high loadings; thus this dimension was retained in the final factor structure.
Conclusion
Empirical data of the present research support the robustness of the original 36-item FCQ. Factor analysis distinguished all nine factors from the original questionnaire (Steptoe et al., 1995) , as well as two additional -availability and food image.
The results indicate that sensory appeal is the most important factor among the Serbian consumers. This result confirms the original study on the British population and corresponds to the findings on New Zealanders with European origin (Prescott et al., 2002 ). Our research also shows that health, availability, natural content and convenience are among the five most important factors shaping food choice in Serbia.
Despite the fact that the last decade of the last century in Serbia was marked by wars, international sanctions and negative consequences which they produced, leading to social instability and the decline in purchasing power, the price was ranked as the seventh out of eleven observed factors.
Compared to the results from the normative Steptoe et al., 1995, sample, the Serbian consumers seem to attach high importance to more or less the same motivational dimensions such as sensory appeal, health and convenience. However, the importance assigned to natural content of food is the higher than it was almost two decades ago since the original Steptoe et al., 1995, research was conducted. It is the fact that the consumer becomes more conscious of nutrition and food ingredients than ever before and they are closer to food safety-related issues.
Finally, the least important food choice factors found in studies of Steptoe et al., 1995 , are in line with our findings. Familiarity and ethical concern were the least important motives while choosing food. Obviously, Serbian consumers did not care about ethical issues, at least those implicated in the FCQ, i.e. country of origin, labelling and environmentally friendly package.
Given that the factor 'food image' was ranked as the last in the list of motives for food choice, the initial assumption that the food perception which consumers acquire through the media or their environment is an important motive for the choice is rejected.
These results can improve the efficacy of communication strategies for nutrition/health policy, and they can be very useful information for creating the strategy for introducing food products to Serbian market.
